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VALIDATION OF MOBILE ADVERTISING
FROM DERIVED INFORMATION

CROSS-REFERENCE TO RELATED
APPLICATIONS

This application is a continuation of U.S. patent applica-
tion Ser. No. 12/344,313, entitled VALIDATION OF
MOBILE ADVERTISING FROM DERIVED INFORMA-
TION, and filed Dec. 26, 2008, now U.S. Pat. No. 8,611,871,
which claims the benefit of U.S. Provisional Patent Applica-
tion No. 61/016,586, entitled VALIDATION OF MOBILE
ADVERTISING FROM DERIVED INFORMATION, and
filed Dec. 25, 2007; U.S. Provisional Patent Application No.
61/021,341, entitled CONTINUOUS SPEECH TRAN-
SCRIPTION UTTERANCE EMPHASIS AND SILENCE
INDICATION, and filed Jan. 16, 2008; and U.S. Provisional
Patent Application No. 61/034,815, entitled USE OF INTER-
MEDIATE SPEECH TRANSCRIPTION RESULTS IN
EDITING FINAL SPEECH TRANSCRIPTION RESULTS,
and filed Mar. 7, 2008, each of which is incorporated herein in
its entirety.

In addition, the disclosures of each of the following patent
applications, and any corresponding patent application pub-
lications thereof, are incorporated herein by reference:

(a) U.S. nonprovisional patent application Ser. No. 11/697,
074, filed Apr. 5, 2007, which *074 application published
as U.S. patent application publication number US 2007/
0239837,

(b) U.S. nonprovisional patent application Ser. No. 12/197,
227, filed Aug. 22, 2008;

(c) U.S. nonprovisional patent application Ser. No. 12/198,
116, filed Aug. 25, 2008, which application is a continua-
tion-in-part of U.S. nonprovisional patent application Ser.
No. 12/197,213, filed Aug. 22, 2008,

(d) U.S. nonprovisional patent application Ser. No. 12/198,
112, filed Aug. 25, 2008;

(e) U.S. nonprovisional patent application Ser. No. 12/212,
644, filed Sep. 17, 2008; and

(® U.S. nonprovisional patent application Ser. No. 12/212,
645, filed Sep. 17, 2008.

COPYRIGHT STATEMENT

All of the material in this patent document is subject to
copyright protection under the copyright laws of the United
States and other countries. The copyright owner has no objec-
tion to the facsimile reproduction by anyone of the patent
document or the patent disclosure, as it appears in official
governmental records but, otherwise, all other copyright
rights whatsoever are reserved.

BACKGROUND OF THE PRESENT INVENTION

1. Field of the Present Invention

The present invention relates generally to estimating the
effectiveness of advertisements delivered by mobile commu-
nication device, and, in particular, to the use of a locational
tracking system to monitor the movement of a mobile com-
munication device after an advertisement has been down-
loaded and displayed to a user of the device.

2. Background

Asrich feature set mobile communication devices, such as
modern cellular telephones and other mobile phones, have
gained in popularity, they have increasingly become an adver-
tising medium. As with any advertising medium, it is often
desirable to know the effectiveness of advertisements dis-
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2

seminated via mobile communication device. For example,
advertisers prefer to know how effective an ad is likely to be
before agreeing to pay the cost of an advertisement, and
advertising distributors prefer to know how effective an ad is
likely to be in order to set the price of the advertisement.

Advertisers and advertisement distributors alike also prefer
to target advertisements at particular consumers. For
example, local advertisers frequently prefer to target local
consumers, and have little interest in targeting consumers that
are too geographically distant to be interested in the adver-
tised products or services.

Not surprisingly, as it has recently become more common
to provide the ability to determine or track the location of
various mobile communication devices such as through the
use of conventional Global Positioning System (“GPS”) tech-
nology, the use of geospatially-targeted advertising cam-
paigns for mobile communication devices has become fea-
sible. In other words, a user of a mobile communication
device may now be targeted with advertisements based on the
locality of the mobile communication device. However, little
has been developed in the way of validation techniques,
whereby the effectiveness of advertisements delivered via
mobile communication device is measured or otherwise
determined, for such advertising. While a user’s response to
an advertisement can still be judged by monitoring whether
they browse to an advertiser’s web link (a “click-thru”), many
mobile users will simply get the information they need
directly from an advertisement (location, time, etc.) and travel
to that location. In such a situation, and in many others, it can
be quite difficult to correlate the effectiveness or ineffective-
ness of the advertisement with the user’s actions.

Thus, a need exists for techniques, particularly based on
geospatial information pertaining to the location of the
mobile communication device, for the validation of mobile
advertising.

SUMMARY OF THE PRESENT INVENTION

The present invention comprises, at least, a “mobile walk-
thru” system that can be used to validate the effectiveness of
mobile advertising campaigns by determining if a user physi-
cally visits an advertised location or takes other actions in
response to the presentation of an advertisement on the user’s
mobile communication device. For example, after an adver-
tisement is presented on a mobile handset, the handset’s
geographical location can be monitored to determine if the
user responded to the ad by traveling to a location correspond-
ing to an advertisement, or chose/interacted with a competing
option.

Broadly defined, the present invention according to one
aspectis a method of validating an advertisement presented to
a user via a mobile communication device, including: pre-
senting an advertisement for a product or service to an adver-
tisement recipient via a mobile communication device; for
some duration thereafter, monitoring the geospatial location
of the mobile communication device relative to a predeter-
mined criteria; and inferring information about the reaction of
the advertisement recipient to the advertisement on the basis
of the monitored geospatial location information.

In a feature of this aspect, the step of monitoring includes
determining whether the mobile communication device trav-
eled to a geospatial location corresponding to the product or
service of the presented advertisement.

In another feature of this aspect, the step of monitoring
includes determining whether the mobile communication
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device traveled toward, but did not reach, a geospatial loca-
tion corresponding to the product or service of the presented
advertisement.

In another feature of this aspect, the step of monitoring
includes determining whether the mobile communication
device traveled to a geospatial location corresponding to a
product or service that competes with the product or service
of the presented advertisement. In further features, the com-
peting product or service is of the same type as the product or
service of the presented advertisement; and the product or
service of the presented advertisement and the competing
product or service may each be a different fast food restau-
rant. In further features, the competing product or service is of
a different type as the product or service of the presented
advertisement; and the product or service of the presented
advertisement is a fast food restaurant and the competing
product or service is a sit-down family restaurant, or the
product or service of the presented advertisement is a concert
and the competing product or service is a movie theater, or the
product or service of the presented advertisement is a concert
and the competing product or service is a restaurant.

In another feature of this aspect, the method further
includes: for some duration after presenting the advertise-
ment, monitoring at least a portion of the interaction of the
advertisement recipient with the mobile communication
device relative to some predetermined criteria; and inferring
information about the reaction of the advertisement recipient
to the advertisement on the basis of the monitored recipient
interaction information. In further features, the step of moni-
toring includes determining whether the advertisement
recipient selects the advertisement to be stored in an ad cache,
and the step of monitoring includes determining how long the
advertisement is stored in the ad cache and/or the method
further includes the step of prompting the advertisement
recipient, upon deletion of the advertisement from the ad
cache, to indicate whether the advertisement was used or
acted upon, wherein the step of monitoring includes monitor-
ing the response of the advertisement recipient to the prompt-
ing.

In another further feature, the method also includes, prior
to and as a condition to the step of monitoring at least a portion
of the interaction, determining whether geospatial location
information is available for the mobile communication
device, wherein the interaction monitoring step is executed
only if the geospatial location of the mobile communication
device is determined, while in another further feature, the
method also includes, prior to and as a condition to the step of
monitoring at least a portion of the interaction, determining
whether geospatial location information is available for the
mobile communication device, wherein the interaction moni-
toring step is executed only if the geospatial location of the
mobile communication device is not determined.

In other further features, the monitoring step includes
monitoring the interaction of the advertisement recipient with
the mobile communication device relative to time; the moni-
toring step includes monitoring the interaction of the adver-
tisement recipient with the mobile communication device
relative to the geospatial location of the mobile communica-
tion device; and/or the method also includes the step of
prompting the advertisement recipient, after a predetermined
period of time, to indicate whether the advertisement was
used or acted upon, wherein the step of monitoring includes
monitoring the response of the advertisement recipient to the
prompting.

In another further feature, the inferring step includes infer-
ring that the advertisement recipient utilized a product or
service in response to observing the advertisement presented
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4

via the mobile communication device. In still further features,
the advertisement pertains to a movie currently showing in a
local movie theater, wherein the monitoring step includes
determining whether the advertisement recipient powers off
the mobile communication device, or mutes a ringer of the
mobile communication device, for a period of time corre-
sponding in length to the length of the movie showing in the
local theater, and the inferring step includes inferring that the
advertisement recipient attended the showing.

In another further feature, the monitoring step includes
monitoring whether the mobile communication device is
used to call a telephone number and determining whether the
telephone number call is related to the advertisement pre-
sented to the advertisement recipient via the mobile commu-
nication device.

In another further feature, the method also includes, upon a
determination that the advertisement recipient displayed
interest in the advertised product or service, the step of pre-
senting, to the advertisement recipient, one or more questions
or prompts to receive additional information, from the adver-
tisement recipient, related to the advertisement. In still further
features, the method also includes the step of logging input
received from the advertisement recipient in response to the
one or more questions or prompts; and the method also
includes the step of utilizing the logged input to take one or
more of the following actions: audit ad effectiveness, set
pricing, or trigger enhanced billing.

Broadly defined, the present invention according to
another aspect is a system for validating an advertisement
presented to a user via a mobile communication device,
including: a mobile communication device; an advertising
management server; and software installed in the mobile
communication device and the advertising management
server for causing a mobile communication device and/or an
advertising management server to perform an advertisement
validation function including: presenting an advertisement
for a product or service to an advertisement recipient via a
mobile communication device, for some duration thereafter,
monitoring the geospatial location of the mobile communi-
cation device relative to a predetermined criteria, and infer-
ring information about the reaction of the advertisement
recipient to the advertisement on the basis of the monitored
geospatial location information.

Broadly defined, the present invention according to
another aspect is software stored on a computer readable
medium for causing a mobile communication device and/or
an advertising management server to perform an advertise-
ment validation function including: presenting an advertise-
ment for a product or service to an advertisement recipient via
amobile communication device; for some duration thereafter,
monitoring the geospatial location of the mobile communi-
cation device relative to a predetermined criteria; and infer-
ring information about the reaction of the advertisement
recipient to the advertisement on the basis of the monitored
geospatial location information.

Broadly defined, the present invention according to
another aspect is a method of validating an advertisement
presented to the advertisement recipient via a mobile com-
munication device, including: presenting an advertisement
for a product or service to an advertisement recipient via a
mobile communication device; for some duration thereafter,
monitoring at least a portion of the interaction of the adver-
tisement recipient with the mobile communication device
relative to some predetermined criteria; and inferring infor-
mation about the reaction of the advertisement recipient to the
advertisement on the basis of the monitored recipient inter-
action information.
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In a feature of this aspect, the step of monitoring includes
determining whether the advertisement recipient selects the
advertisement to be stored in an ad cache. In further features,
the step of monitoring includes determining how long the
advertisement is stored in the ad cache; and the method fur-
ther includes the step of prompting the advertisement recipi-
ent, upon manual deletion of the advertisement from the ad
cache, to indicate whether the advertisement was used or
acted upon, wherein the step of monitoring includes monitor-
ing the response of the advertisement recipient to the prompt-
ing, and/or the method further includes the step of prompting
the advertisement recipient, in conjunction with automated
deletion of the advertisement from the ad cache, to indicate
whether the advertisement was used or acted upon, wherein
the step of monitoring includes monitoring the response of
the advertisement recipient to the prompting.

In another feature of this aspect, the method also includes,
prior to and as a condition to the step of monitoring at least a
portion of the interaction, determining whether geospatial
location information is available for the mobile communica-
tion device, wherein the interaction monitoring step is
executed only if the geospatial location of the mobile com-
munication device is determined, while in another feature of
this aspect, the method also includes, prior to and as a condi-
tion to step the step of monitoring at least a portion of the
interaction, determining whether geospatial location infor-
mation is available for the mobile communication device,
wherein the interaction monitoring step is executed only if the
geospatial location of the mobile communication device is
not determined.

In other features of this aspect, the monitoring step
includes monitoring the interaction of the advertisement
recipient with the mobile communication device relative to
time; the monitoring step includes monitoring the interaction
of the advertisement recipient with the mobile communica-
tion device relative to the geospatial location of the mobile
communication device; and/or the method further includes
the step of prompting the advertisement recipient, after a
predetermined period of time, to indicate whether the adver-
tisement was used or acted upon, wherein the step of moni-
toring includes monitoring the response of the advertisement
recipient to the prompting

In another feature of this aspect, the inferring step includes
inferring that the advertisement recipient utilized a product or
service in response to observing the advertisement presented
via the mobile communication device. In further features, the
advertisement pertains to a movie currently showingin a local
movie theater, wherein the monitoring step includes deter-
mining whether the advertisement recipient powers off the
mobile communication device, or mutes a ringer of the
mobile communication device, for a period of time corre-
sponding in length to the length of the movie showing in the
local theater, and the inferring step includes inferring that the
advertisement recipient attended the showing.

In another feature of this aspect, the monitoring step
includes monitoring whether the mobile communication
device is used to call a telephone number and determining
whether the telephone number call is related to the advertise-
ment presented to the advertisement recipient via the mobile
communication device.

In another feature of this aspect, the method further
includes, upon a determination that the advertisement recipi-
ent displayed interest in the advertised product or service, the
step of: presenting, to the advertisement recipient, one or
more questions or prompts to receive additional information,
from the advertisement recipient, related to the advertise-
ment. In further features, the method still further includes the
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step of logging input received from the advertisement recipi-
ent in response to the one or more questions or prompts; and
the method further includes the step of utilizing the logged
input to take one or more of the following actions: audit ad
effectiveness, set pricing, or trigger enhanced billing.

Broadly defined, the present invention according to
another aspect is a system for validating an advertisement
presented to a user via a mobile communication device,
including: a mobile communication device; an advertising
management server; and software installed in the mobile
communication device and the advertising management
server for causing a mobile communication device and/or an
advertising management server to perform an advertisement
validation function including: presenting an advertisement
for a product or service to an advertisement recipient via a
mobile communication device, for some duration thereafter,
monitoring at least a portion of the interaction of the adver-
tisement recipient with the mobile communication device
relative to some predetermined criteria, and inferring infor-
mation about the reaction of the advertisement recipient to the
advertisement on the basis of the monitored recipient inter-
action information.

Broadly defined, the present invention according to
another aspect is software stored on a computer readable
medium for causing a mobile communication device and/or
an advertising management server to perform an advertise-
ment validation function including: presenting an advertise-
ment for a product or service to an advertisement recipient via
amobile communication device; for some duration thereafter,
monitoring at least a portion of the interaction of the adver-
tisement recipient with the mobile communication device
relative to some predetermined criteria; and inferring infor-
mation about the reaction of the advertisement recipient to the
advertisement on the basis of the monitored recipient inter-
action information.

Further areas of applicability of the present invention will
become apparent from the detailed description provided here-
inafter. It should be understood that the detailed description
and specific examples, while indicating the preferred embodi-
ment of the invention, are intended for purposes ofillustration
only and are not intended to limit the scope of the invention.

BRIEF DESCRIPTION OF THE DRAWINGS

Further features, embodiments, and advantages of the
present invention will become apparent from the following
detailed description with reference to the drawings, wherein:

FIG. 1 is a block diagram of a communication system in
accordance with a preferred embodiment of the present
invention;

FIG. 2 is a flowchart diagram illustrating a general method
of'use in accordance with one or more preferred embodiments
of the present invention;

FIG. 3, which is a schematic representation of a grid of
streets on which a vehicle, carrying a GPS-equipped mobile
communication device such as the cell phone of FIG. 1, is
being driven within transmission range of a cell tower;

FIG. 4A is a schematic representation of the grid of streets
of FIG. 3, showing the vehicle as having traveled to the
targeted destination along a first path;

FIG. 4B is a schematic representation of the grid of streets
of FIG. 3, showing the vehicle as having traveled to a com-
peting destination along a second path; and

FIG. 4C is a schematic representation of the grid of streets
of FIG. 3, showing the vehicle as having traveled toward a
targeted destination, along a third path, before traveling to a
competing destination.
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DETAILED DESCRIPTION

As a preliminary matter, it will readily be understood by
one having ordinary skill in the relevant art (“Ordinary Arti-
san”) that the present invention has broad utility and applica-
tion. Furthermore, any embodiment discussed and identified
as being “preferred” is considered to be part of a best mode
contemplated for carrying out the present invention. Other
embodiments also may be discussed for additional illustrative
purposes in providing a full and enabling disclosure of the
present invention. Moreover, many embodiments, such as
adaptations, variations, modifications, and equivalent
arrangements, will be implicitly disclosed by the embodi-
ments described herein and fall within the scope of the present
invention.

Accordingly, while the present invention is described
herein in detail in relation to one or more embodiments, it is
to be understood that this disclosure is illustrative and exem-
plary of the present invention, and is made merely for the
purposes of providing a full and enabling disclosure of the
present invention. The detailed disclosure herein of one or
more embodiments is not intended, nor is to be construed, to
limit the scope of patent protection afforded the present
invention, which scope is to be defined by the claims and the
equivalents thereof. It is not intended that the scope of patent
protection afforded the present invention be defined by read-
ing into any claim a limitation found herein that does not
explicitly appear in the claim itself.

Thus, for example, any sequence(s) and/or temporal order
of steps of various processes or methods that are described
herein are illustrative and not restrictive. Accordingly, it
should be understood that, although steps of various pro-
cesses or methods may be shown and described as being in a
sequence or temporal order, the steps of any such processes or
methods are not limited to being carried out in any particular
sequence or order, absent an indication otherwise. Indeed, the
steps in such processes or methods generally may be carried
out in various different sequences and orders while still fall-
ing within the scope of the present invention. Accordingly, it
is intended that the scope of patent protection afforded the
present invention is to be defined by the appended claims
rather than the description set forth herein.

Additionally, it is important to note that each term used
herein refers to that which the Ordinary Artisan would under-
stand such term to mean based on the contextual use of such
term herein. To the extent that the meaning of a term used
herein—as understood by the Ordinary Artisan based on the
contextual use of such term—differs in any way from any
particular dictionary definition of such term, it is intended that
the meaning of the term as understood by the Ordinary Arti-
san should prevail.

Furthermore, it is important to note that, as used herein, “a”
and “an” each generally denotes “at least one,” but does not
exclude a plurality unless the contextual use dictates other-
wise. Thus, reference to “a picnic basket having an apple”
describes “apicnic basket having at least one apple” as well as
“a picnic basket having apples.” In contrast, reference to “a
picnic basket having a single apple” describes “a picnic bas-
ket having only one apple.”

When used herein to join a list of items, “or” denotes “at
least one of the items,” but does not exclude a plurality of
items of the list. Thus, reference to “a picnic basket having
cheese or crackers” describes “a picnic basket having cheese
without crackers,” “a picnic basket having crackers without
cheese,” and “a picnic basket having both cheese and crack-
ers” Finally, when used herein to join a list of items, “and”
denotes “all of the items of the list.”” Thus, reference to “a
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picnic basket having cheese and crackers” describes “a picnic
basket having cheese, wherein the picnic basket further has
crackers,” as well as describes “a picnic basket having crack-
ers, wherein the picnic basket further has cheese.”

Referring now to the drawings, in which like numerals
represent like components throughout the several views, the
preferred embodiments of the present invention are next
described. The following description of one or more preferred
embodiment(s) is merely exemplary in nature and is in no
way intended to limit the invention, its application, or uses.

FIG. 11is ablock diagram of a communication system 10 in
accordance with a preferred embodiment of the present
invention. As shown therein, the communication system 10
includes a mobile communication device 12, one or more
network systems 16 for connecting the communication
device 12 to other communication devices (not shown), and
an advertising management system, including an advertising
management server 18, that preferably includes a speech
engine (not shown). Mobile communication devices 12 may
include cell phones 21, smart phones 22, PDAs 23, tablet
notebooks 24, laptop computers 26, and the like. One or more
of'the devices 12, such as the illustrated cell phones 21, smart
phones 22, PDAs 23, and the like, may connect to the network
systems 16 via a cell tower 17 or the like. Further, one or more
of'the devices 12, such as the illustrated laptop computer 26,
may connect to the network systems 16 via wireless access
point 28. The various devices 12 may be of any conventional
design and manufacture so long as means is provided, such as
a GPS receiver, to enable the location of the mobile commu-
nication device 12 to be tracked.

The system 10 also preferably utilizes a conventional
tracking system 30, which in at least one embodiment makes
use of a satellite navigation system like the Global Position-
ing System (“GPS”). It will be apparent, however, that other
technologies, such as tower location systems, access point
location mechanisms, or even manual input by a respective
user may alternatively or additionally be used to carry out this
function. In this regard, however, it will be appreciated that
depending solely on manually-input location information
may not be preferred because one or more users may not enter
locations with sufficient frequency, accuracy, or the like to
make it possible to consistently or eftectively derive geospa-
tial information about the location of the mobile communi-
cation device 12 and its proximity to the locations of adver-
tised products or services.

It will be appreciated that the illustration of FIG. 1 is
intended primarily to provide context in which the inventive
features of the present invention may be placed. A more
complete explanation of one or more system architectures
implementing such a system 10 is provided in the incorpo-
rated references and/or appendices as described previously.

The advertising management server 18 or another element
of the advertising management system delivers advertise-
ments to one of the mobile communication devices 12 for
presentation thereby to a person (a “user” or “advertisement
recipient”) using such device 12. Such presentation may
occur via text, graphical display, video, audio, or any other
suitable presentation format or media for an advertisement.
The advertisements may pertain to a specific location for the
business or other entity responsible for the advertisement, or
they may pertain generally to a business or other entity having
multiple locations. Each such location may sometimes be
referred to hereinbelow as a “targeted location.” In either
case, each of the advertisements is associated with geospatial
location information such as one or more address, zip code,
set of geographical coordinates, or the like; however, such
location information may or may not be presented or other-
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wise included in the advertisements themselves. More par-
ticularly, such geospatial location information is carried with
the advertisement data itself, though it may or may not be
specifically presented to the user. In some embodiments, the
user views the advertisement immediately. Additionally or
alternatively, in some embodiments, the advertisement is
stored in the memory of the mobile communication device 12
such that it may be viewed by the user at a subsequent time.

The advertising management system maintains one or
more database in which advertisements are associated, either
directly or via identifiers, with the geospatial location infor-
mation corresponding therewith. The database may be main-
tained in the advertising management server 18, across indi-
vidual mobile communication devices 12, or the like. A
separate table of advertisement information and geospatial
location information may be maintained for each device 12,
or all advertisement information and geospatial location
information may be collected in a single table. Such informa-
tion may be maintained only for recently-downloaded or
recently-displayed advertisements, for all advertisements, or
for advertisements downloaded or displayed within any
desired time period, all subject to storage limitations. Those
entries to which user behavior is to be correlated may be
referred to as “active” entries.

Additional information is preferably also maintained in
association with each advertisement entry. For example, if an
advertisement corresponding to a particular entry is displayed
or otherwise presented by a mobile communication device
12, then an indication of such occurrence, preferably includ-
ing a timestamp, may be stored in association with the entry.
An indication of whether the advertisement was presented
immediately after being downloaded to the device 12 or was
presented after a delay may likewise be stored in association
with the entry. Additional information identifying or describ-
ing the business or other entity responsible for the advertise-
ment and/or one or more of the entity’s locations may also be
stored in association with the entry. Each active entry may be
considered to represent one or more potential destinations for
a user whose mobile communication device 12 has received
the advertisement. If the entries are maintained in the adver-
tising management server 18, some or all of the entries may
likewise be maintained within the mobile device 12 itself,
particularly if the entries are limited to those pertaining to
advertisements that have been downloaded to the particular
mobile communication device 12.

After an advertisement has been downloaded to a mobile
communication device 12, and preferably after an advertise-
ment has been displayed or otherwise presented via the
mobile communication device 12, the location of the mobile
communication device 12 is tracked in an attempt to identify
and analyze the movement of the device 12 (and thus the user)
in response to viewing the advertisement. In at least one
embodiment, only a single advertisement is deemed active at
any time for a particular mobile communication device 12,
and the location of the mobile communication device 12 is
tracked only in relation to that advertisement (and, more
particularly, with regard to the geospatial location informa-
tion associated with that advertisement in the database). In at
least some embodiments, however, advertisements are down-
loaded and presented by the mobile communication device 12
on a frequent basis, and thus multiple advertisements are
deemed active at any given time. In such embodiments, the
location of the mobile communication device 12 is tracked at
any given time in relation to multiple advertisements (and,
more particularly, with regard to the geospatial location infor-
mation associated with those advertisements in the database).
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The position of a mobile communication device 12 to
which a location-associated advertisement has been down-
loaded, and preferably displayed, may used to infer informa-
tion about the device user’s response to the advertisement in
a variety of ways. First, the position of a user’s mobile com-
munication device 12 may be used to track the movements of
the user relative to one or more locations associated by the
advertising management system with the business or the like
thatis featured in the advertisement. Information of value that
may be determined from this analysis may include whether or
not the user arrived at or entered such a location, whether the
user first moved toward the location before veering away, or
the like. For example, if the mobile communication device 12
comes in close proximity to one of the advertised locations, it
may be inferred that the user has arrived at or entered the
location. If so, a “walk-thru” may be logged for subsequent
informational purposes, such as notifying the advertiser of the
total number of “walk-thrus” generated from the advertise-
ments.

It will be appreciated that a determination of a mobile
communication device’s position relative to a particular loca-
tion may be accomplished mathematically using geographi-
cal coordinates for the location of the mobile communication
device 12 and for locations corresponding to particular adver-
tisement entries. In some embodiments, this function may be
accomplished by the mobile communication device 12, while
in other embodiments this function may be accomplished by
the advertising management server 18, and in still other
embodiments is accomplished by a separate element (not
shown), such as an additional server, connected to the adver-
tising management server 18. If the tracking system 30 is a
satellite navigation system like GPS, then the location of the
mobile communication device 12 may perhaps most conve-
niently be provided to the location determination element in
the form of GPS coordinates (or the like) representing the
relatively precise location of the device 12 at a given point in
time. Similarly, if the tracking system 30 is a satellite navi-
gation system like GPS, then the location of interest may be
stored in the database in the form of GPS coordinates for such
location, or may be derived from the geospatial location infor-
mation stored in the database, with such derivation being
carried out by the location determination element or other
component of the system. Because GPS coordinates are able
to accurately identify or measure location within a few feet,
locations in the database are preferably treated as occupying
a larger area than is identified by a single set of GPS coordi-
nates. This may be accomplished by defining an area using
multiple sets of coordinates, by using a single set of coordi-
nates and defining a radius or the like around the specific point
as establishing an area, or the like. Alternatively or addition-
ally, the location of a mobile communication device 12 may
be defined as occupying only a particular point, as occupying
an area defined as a circle of a given radius around a particular
point, or the like.

Even if the user does not visit a targeted location (i.e., a
location tied directly to the content of the advertisement), it
may still be valuable to know if the user visited a location
related indirectly to the content of the advertisement or
engaged in another related activity (sometimes referred to
herein as a “competing location” or “alternative location™). In
at least one embodiment, this may be accomplished by asso-
ciating the entry for the advertisement with additional infor-
mation pertaining to other possible destinations of interest,
such as locations of competing businesses. In this embodi-
ment, the position of the mobile communication device 12,
and thus the user’s position, may then be monitored relative to
the additional locations of interest as well as the targeted
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location. In one such approach, the position of a user may be
tracked relative to locations of competing businesses or the
like. Information of value that may be determined from this
analysis may include whether a user arrived at or entered the
location of a business of the same type (such as fast food
restaurants) as the business featured in the advertisement. For
example, it may be valuable to know that after viewing an
advertisement for KFC® or Pizza Hut® (two well known fast
food restaurant chains), a user visited a Bojangles® location
(another well known fast food restaurant), which was not
advertised. It may also be useful to determine whether a user
first moved toward an advertised or targeted location and then
veered off toward a competitive location or moved toward an
advertised or targeted location, but then visited a competing
location that was located along the same route.

In a related approach, the position of a user or advertise-
ment recipient may be tracked relative to locations of non-
competing or indirectly competing businesses or the like.
Information of value that may be determined from this analy-
sis may include whether a user arrived at or entered the
location of a business of any type after viewing the advertise-
ment. For example, it may be valuable to know that after
viewing an advertisement for a concert, a user went to amovie
theater or to a restaurant, or that after viewing an advertise-
ment for a fast food restaurant, a user went to a family sit-
down restaurant. Once again, it may also be useful to deter-
mine whether a user first moved toward an advertised location
and then veered off toward a different location.

FIG. 2 is a flowchart diagram illustrating a general method
of'use 200 in accordance with one or more preferred embodi-
ments of the present invention. As illustrated therein, after the
general method 200 starts, an advertisement entry is estab-
lished in a database in the advertising management system at
step 205. The advertisement entry may be the only entry in the
database or it may be one of a plurality of entries in the
database. Furthermore, the database may be the only database
in the advertising management system or it may be one of a
plurality of databases in the advertising management system.
Each advertising entry is established by storing advertise-
ment information in association with geospatial location
information. The advertisement information may include the
advertising content itself, but more likely includes only infor-
mation identifying the advertisement. Similarly, the geospa-
tial location information may include actual geospatial loca-
tion information or information identifying the geospatial
location information. In one or more anticipated commercial
implementations, advertisement entries are established in,
and also deleted from, the database on an ongoing basis, so
the actual number of advertisement entries in the database
varies relatively constantly.

At step 210, the advertisement content corresponding to
the advertisement entry is downloaded to a mobile commu-
nication device 12. This is shown for example in FIG. 3,
which is a schematic representation of a grid 40 of streets 42
on which a vehicle 44, carrying a GPS-equipped mobile com-
munication device 12 such as the cell phone 21 of FIG. 1, is
being driven within transmission range of a cell tower 17.
More particularly, an advertisement is downloaded to the cell
phone 21 by transmission 46 from the cell tower 17. In prac-
tice, the advertisement may or may not may be viewed imme-
diately; as noted previously, in some cases the advertisement
may be stored for viewing at a later time, while in other cases,
there is a delay between the advertisement being downloaded
and the actual presentation. Nonetheless, it will be assumed
for the purposes of illustration that the advertisement is dis-
played on the display screen ofthe cell phone 21 (or otherwise
presented to the user) immediately, while the vehicle 44 is in
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the location shown in FIG. 3. In the process 200 shown in FI1G.
2, this is illustrated at step 215.

Once the advertisement has been presented, the location of
the mobile communication device 12 is monitored in order to
infer the effect of the advertisement on the user. FIGS. 4A-4C
are schematic representations of the grid 40 of streets 42 of
FIG. 3, showing three exemplary vehicle paths relative to two
different possible destinations. In particular, a targeted desti-
nation and a competing or other alternative destination is
shown, wherein the targeted destination is a destination
which the advertiser wishes the advertisement recipient to
visit and the alternative destination is a competing destina-
tion, a related destination, or other destination of interest. For
example, the targeted destination 50 may be a McDonalds®
fast food restaurant, while the alternative destination may be
a Burger King® fast food restaurant. Each vehicle path rep-
resents a different possible outcome occurring after the adver-
tisement is presented to a user traveling in the vehicle 44.

Referring again to FIG. 2, at step 220, it is determined
whether the advertisement recipient visited a targeted desti-
nation. Such an outcome is illustrated in FIG. 4A, wherein the
vehicle 44 is shown as having traveled from its location 48
when the advertisement was downloaded to the targeted des-
tination 50 along a first path 72. The targeted destination 50
has been characterized in the database as a circle 54 whose
center 52 has a defined set of coordinates X,y . The circle 54
is large enough, for example, to cover a drive-thru lane around
the restaurant. Of course, it will be appreciated that the tar-
geted destination 50 could be characterized more precisely,
such as by defining the exact boundaries of the restaurant
property. Furthermore, although in the illustrated example, it
is assumed that the advertisement recipient remains in the
vehicle 44, it will be appreciated that the recipient may
instead leave the vehicle and enter the restaurant or the like.
The location of the user is generally inferred from that of the
mobile communication device 12, regardless of whether the
device 12 travels in a vehicle or not. Also, although only one
targeted destination is shown in FIG. 4A, it will also be
appreciated that there may instead be a plurality of targeted
destinations 50.

Returning to FIG. 2, if, at step 220, it is determined that the
advertisement recipient has indeed visited a targeted destina-
tion 50, then at step 225, a record of this occurrence is
recorded in an appropriate database, such as a table in a
database of the advertising management system. Such a table
may be maintained in the mobile communication device 12,
in the server 18, and/or elsewhere in the system. The record
preferably includes, at minimum, an indication that an adver-
tisement recipient visited a targeted destination 50 after the
particular advertisement was presented. In at least some
embodiments, this is defined as a “walk-thru.” Additional
information that could be recorded includes information
(which may be geospatial location information or other infor-
mation) identifying the particular destination that was visited,
the length of time between the presentation of the advertise-
ment and the arrival of the mobile communication device 12
at the targeted location, the length of time between the down-
loading of the advertisement and the presentation of the
advertisement, whether the recipient caused the advertise-
ment to be stored in the device 12, whether the recipient
caused the advertisement to be presented more than once,
how far the mobile communication device 12 was from the
destination 50 when the advertisement was presented to the
recipient, and the like.

Alternatively, or in addition, at step 230 it is determined
whether the advertisement recipient visited a competitive or
other alternative destination. Such an outcome is illustrated in
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FIG. 4B, wherein the vehicle 44 is shown as having traveled
to a competing destination 60 along a second path 74. The
alternative destination 60 has been characterized in the data-
base as a circle 64 whose center 62 has a defined set of
coordinates X,,y,. The circle 64 is large enough, for example,
to cover a drive-thru lane around the restaurant. As with the
targeted destination, it will be appreciated that the alternative
destination 60 could be characterized more precisely, such as
by defining the exact boundaries of the restaurant property.
Furthermore, although in the illustrated example, it is
assumed that the advertisement recipient remains in the
vehicle 44, it will be appreciated that the recipient may
instead leave the vehicle and enter the restaurant or the like.
The location of the user is generally inferred from that of the
mobile communication device 12, regardless of whether the
device 12 travels in a vehicle or not. Also, although only one
alternative destination is shown in FIG. 4B, it will also be
appreciated that there may instead be a plurality of alternative
destinations 60.

Returning to FIG. 2, if, at step 230, it is determined that the
advertisement recipient has indeed visited an alternative des-
tination 60, then at step 225, a record of this occurrence is
recorded in an appropriate database, such as a table in a
database of the advertising management system. Such a table
may be maintained in the mobile communication device 12,
in the server 18, and/or elsewhere in the system. The record
preferably includes, at minimum, an indication that an adver-
tisement recipient visited an alternative destination 60 after
the particular advertisement was presented. Additional infor-
mation that could be recorded includes information (which
may be geospatial location information or other information)
identifying the particular destination that was visited, the
length of time between the presentation of the advertisement
and the arrival of the mobile communication device 12 at the
alternative location, the length of time between the download-
ing of the advertisement and the presentation of the adver-
tisement, whether the recipient caused the advertisement to
be stored in the device 12, whether the recipient caused the
advertisement to be presented more than once, how far the
mobile communication device 12 was from the alternative
destination 60 when the advertisement was presented to the
recipient, how far the mobile communication device 12 was
from the targeted destination 50 when the advertisement was
presented to the recipient, and the like.

Alternatively, or in addition, at step 235 it is determined
whether the advertisement recipient takes other action rela-
tive to a targeted destination and a competitive or other alter-
native destination. Such an outcome is illustrated in FIG. 4C,
wherein the vehicle 44 is shown as having traveled toward a
targeted destination 50, along a third path 76, before traveling
to acompeting destination 60. The targeted destination 50 and
the alternative destination 60 have been characterized in the
database as described previously with regard to FIGS. 4A and
4B. If it is determined, from locational information provided
by the mobile communication device 12, that the advertise-
ment recipient has indeed traveled toward a targeted destina-
tion 50 before visiting an alternative destination 60, then at
step 225, a record of this occurrence is recorded in an appro-
priate database, such as a table in a database of the advertising
management system. Such a table may be maintained in the
mobile communication device 12, in the server 18, and/or
elsewhere in the system. The record preferably includes, at
minimum, an indication that, after a particular advertisement
was presented, an advertisement recipient visited an alterna-
tive destination 60 after first traveling toward the targeted
destination 50. Such action can be detected by monitoring the
path 76 of the mobile communication device 12 and compar-
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ing it to an expected route, for example. Additional informa-
tion that could be recorded includes information (which may
be geospatial location information or other information) iden-
tifying the particular destination 60 that was visited, informa-
tion (which may be geospatial location information or other
information) identifying the particular targeted destination 50
that the user potentially traveled toward, the length of time
between the presentation of the advertisement and the arrival
of the mobile communication device 12 at the alternative
location 60, the length of time between the downloading of
the advertisement and the presentation of the advertisement,
whether the recipient caused the advertisement to be stored in
the device 12, whether the recipient caused the advertisement
to be presented more than once, how far the mobile commu-
nication device 12 was from the alternative destination 60
when the advertisement was presented to the recipient, how
far the mobile communication device 12 was from the tar-
geted destination 50 when the advertisement was presented to
the recipient, and the like.

As shown at step 240, the steps 220-235 of monitoring the
location of the mobile communication device 12 and record-
ing relevant information about its movement, particularly
relative to targeted or alternative destinations, is continued for
as long as location-monitoring remains active for the particu-
lar advertisement of interest. For example, a time period of
interest may be established for the advertisement such that
visits to a particular location within that time period are
recorded but visits thereafter are not. Such a time period may
be controlled and tuned, for example so as to best correlate to
the likely influence of a particular advertisement on the adver-
tisement recipient. Also, it will be appreciated that in practice,
multiple advertisements may be active at any given time, and
that the location device 12 may thus continue to be tracked,
relative to a different advertisement, even after tracking has
ceased for a first advertisement.

Of course, it will be appreciated that each of the various
steps 215,220,230 may be carried out before, after or during
the other steps, that one or more of the steps may be omitted
altogether, and that other steps, particularly involving the
determination of other conditions, may be substituted for one
or more thereof.

A wide variety of other conditions may likewise be moni-
tored, sometimes for association with conditions monitored
as described hereinabove and sometimes in some isolation
therefrom. For example, the user’s interactions with the
advertisements may be monitored and preprogrammed
responses may be provided based on such interactions. Even
if the mobile communication device 12 does not support
location tracking, or if technical problems prevent such track-
ing from occurring, it may still be possible to gain informa-
tion of value pertaining to advertisements that have been
delivered to the device 12. For example, at least some mobile
communication devices 12 may permit a user to save in an “ad
cache,” for future use, an advertisement that has already been
displayed and viewed. If an advertisement is saved in this
manner, it may be inferred that the user had an interest in the
advertisement or the subject matter thereof and/or that the
user was considering the advertised goods or services. Param-
eters that may be monitored include the user’s interaction
with an advertisement relative to time and location (e.g., the
time/date the user views the advertisement, the location of'the
user when the advertisement is viewed, etc.), the user’s
response to prompts generated by the user’s mobile commu-
nication device 12 some time after an advertisement was
displayed, or any functional steps that the user takes after
viewing the advertisement.
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Information of value that may be determined with regard to
the latter includes inferences about the user’s activity based
on the functional steps. For example, if the user powers off or
mutes his cell phone 21 a relatively short time after viewing
an advertisement for a movie showing and then re-enables the
cell phone 21 120 minutes later (or whatever the length of the
advertised movie was), it may be inferred that the user may
have chosen to see a movie and that the movie may have been
the advertised one. Further support for such inferences may
be found by correlating the power-oftf/power-on timeframe
with movie showtime data.

If advertisements may be saved, as described previously,
then additional opportunities are available. Such advertise-
ments may be monitored for subsequent references thereto by
the user, and, when they are deleted, the user can be queried
relative to the advertisement. For example, at a predetermined
period of time after the advertisement was displayed, or when
such an advertisement is later deleted from the device 12, the
user may be prompted to indicate whether the user used or
acted upon the advertisement, and any response provided
may be logged. It will be appreciated that such prompts and
response-logging may likewise be utilized even if location
tracking occurred successfully. Further information of value
may be derived by coupling the use of prompts and response
monitoring/logging with other user interactions with the
advertisements and/or the mobile communication device 12.
For example, an advertisement for a movie might be dis-
played to the user and then moved to the ad cache by the user.
Later, the user might refer to it again, perhaps several times as
the user checks the movie theater location and show times. If
these references take place just before the show time, then it
may be possible to infer that the user was interested in the
movie and, in fact, may have attended it. When the user
deletes the entry from the ad cache, it may be noted that the
deletion took place before or after the show, and the user may
be prompted with a related simple query, a more complicated
script, or any other interactive media, to assess the advertising
experience. For example, a script might present the user with
a question and possible answers as follows:

“Did you enjoy the movie? [yes] [no] [didn’t go] [another

time]”
The user’s response to such a prompt is logged, and the script
may present the user with follow-up questions selected
according to the user’s response to the initial question and/or
the user’s response to subsequent questions. In at least some
embodiments, the query or script is specific to each type of
advertisement and is delivered to the mobile communication
device 12 along with the advertisements. There may actually
be multiple paths through the entire script that execute differ-
ently depending on the user’s movements and interaction
with the advertising material.

Preferably, the system determines whether the user uses his
mobile communication device 12 to call any phone number(s)
or view any website(s) related to an advertisement the user
has viewed and then logs this information, including the
phone number called or the address of each such website
visited, as well as the time/date, the length of time spent,
and/or the like. If the phone number or website is one pro-
vided in the advertisement, this fact is preferably noted, but
such determination and logging preferably occurs whether or
not the phone number or website address (URL) was provided
in the advertisement.

Of significance, some or all of the information determined
about the user’s interaction with the mobile communication
device 12 may be used on its own or may be coupled with
geospatial location information determined as set forth here-
inabove. Further, in at least one embodiment, the use of non-
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geospatial information determination techniques may be
dependent upon, and supplemental to, the availability of
geospatial location information, while in at least one other
embodiment, such techniques may be resorted to only in the
absence of geospatial location information, depending upon
the needs of the advertiser and/or the purveyor of the system.

All of the information derived as described above may be
used in various methods for generating advertising revenue
and otherwise engaging in more conventional advertising
practices. For example, a fee paid by an advertiser to have an
advertisement displayed on one or more mobile communica-
tion devices 12 may be adjusted based on the number of
“walk-thrus” that are logged. User responses to prompts,
scripts and the like may be used to audit ad effectiveness, set
pricing, trigger enhanced billing (because ads that users
respond to physically are worth more), and the like. Even
information about user actions that did not result in a “walk-
thru” or similar indication of direct user interest in the adver-
tised product or service have value.

Based on the foregoing information, it will be readily
understood by those persons skilled in the art that the present
invention is susceptible of broad utility and application. Many
embodiments and adaptations of the present invention other
than those specifically described herein, as well as many
variations, modifications, and equivalent arrangements, will
be apparent from or reasonably suggested by the present
invention and the foregoing descriptions thereof, without
departing from the substance or scope of the present inven-
tion.

Accordingly, while the present invention has been
described herein in detail in relation to one or more preferred
embodiments, it is to be understood that this disclosure is only
illustrative and exemplary of the present invention and is
made merely for the purpose of providing a full and enabling
disclosure of the invention. The foregoing disclosure is not
intended to be construed to limit the present invention or
otherwise exclude any such other embodiments, adaptations,
variations, modifications or equivalent arrangements; the
present invention being limited only by the claims appended
hereto and the equivalents thereof.

What is claimed is:

1. A computer-implemented method comprising:

under control of one or more computing devices configured

with specific computer-executable instructions,

providing an advertisement for a first item to a mobile
communication device, wherein the advertisement is
presented on the mobile communication device;

obtaining, from the mobile communication device,
interaction information indicating that a user of the
mobile communication device selected the advertise-
ment to be stored in an advertisement cache; and

determining an effectiveness of the advertisement based
at least partly on the interaction information.

2. The computer-implemented method of claim 1, wherein
the interaction information comprises a reaction of the user to
the advertisement.

3. The computer-implemented method of claim 1, further
comprising instructing the mobile communication device to
prompt the user regarding whether the advertisement was
acted upon.

4. The computer-implemented method of claim 3, further
comprising receiving; from the mobile communication
device, response information associated with a user response
to the prompt, wherein the effectiveness of the advertisement
is further determined based at least partly on the response
information.
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5. The computer-implemented method of claim 3, wherein
instructing the mobile communication device to prompt the
user is performed in response to receiving, from the mobile
communication device, an indication that the advertisement
was deleted from the advertisement cache.

6. The computer-implemented method of claim 1, wherein:

the interaction information further comprises information

regarding at least one of:

a period of time that the advertisement is stored;

a number of times the user viewed the advertisement
stored in the advertisement cache; and

whether the user manually deleted the advertisement
from the advertisement cache.

7. The computer-implemented method of claim 1, wherein:

the interaction information further indicates a number of

times the user viewed the advertisement stored in the
advertisement cache; and

the effectiveness of the advertisement is based at least

partly on the number of times the user viewed the adver-
tisement stored in the advertisement cache.

8. A system comprising:

an electronic data store configured to store an advertise-

ment for an item; and

one or more computing devices in communication with the

electronic data store, the one or more computing devices

configured to at least:

provide the advertisement to a mobile communication
device, wherein the advertisement is presented on the
mobile communication device;

obtain, from the mobile communication device, interac-
tion information regarding an interaction of a user
with the mobile communication device subsequent to
presentation of the advertisement, the interaction cor-
responding to use of a function of the mobile commu-
nication device independent of presentation of the
advertisement; and

determine a reaction of the user to the advertisement
based at least partly on the interaction information.

9. The system of claim 8, wherein the one or more com-
puting devices are further configured to instruct the mobile
communication device to at least prompt the user, after a
predetermined period of time, to indicate whether the adver-
tisement was acted upon.

10. The system of claim 8, wherein determining the reac-
tion of the user comprises determining that the user purchased
the item.

11. The system of claim 8, wherein the advertisement
relates to an activity, and wherein the interaction information
comprises at least one of:

an indication that the user deactivated the mobile commu-

nication device for a duration of the activity; or

an indication that the user muted an audio output of the

mobile communication device for a duration of the
activity.

12. The system of claim 11, wherein the activity comprises
a movie showing, and wherein the determined reaction of the
user comprises attendance at the movie showing.

13. The system of claim 8, wherein the interaction infor-
mation comprises an indication that the mobile communica-
tion device was used to initiate communication with contact
information related to the advertisement.

14. The system of claim 8, wherein the one or more com-
puting devices are further configured to instruct the mobile
communication device to prompt the user for additional infor-
mation related to the advertisement.
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15. The system of claim 14, wherein the one or more
computing devices are further configured to store information
received from the mobile communication device in response
to the prompt.

16. The system of claim 15, wherein the one or more
computing devices are further configured to at least one of:

set a price for the item based at least partly on the stored

information;

initiate enhanced billing for the item based at least partly on

the stored information; or
perform an effectiveness audit for the advertisement.
17. The system of claim 8, wherein the function of the
mobile communication device independent of the presenta-
tion of the advertisement is at least one of deactivating the
mobile communication device or muting an audio output of
the mobile communication device.
18. A non-transitory computer-readable medium storing
computer executable instructions that, when executed by one
or more computer systems, configure the one or more com-
puter systems to perform operations comprising:
providing an advertisement for a first item to a mobile
communication device, wherein the advertisement is
presented on the mobile communication device;

obtaining, from the mobile communication device, inter-
action information regarding an interaction of a user
with the mobile communication device subsequent to
presentation of the advertisement, the interaction corre-
sponding to use of a function of the mobile communi-
cation device independent of presentation of the adver-
tisement; and

determining a reaction of the user to the advertisement

based at least partly on the interaction information.

19. The non-transitory computer-readable medium of
claim 18 wherein the operations further comprise obtaining
location information for the mobile communication device.

20. The non-transitory computer-readable medium of
claim 19, wherein the interaction information comprises an
indication of an interaction of the user with the mobile com-
munication device relative to the location information for the
mobile communication device.

21. The non-transitory computer-readable medium of
claim 18, wherein the operations further comprise causing the
mobile communications device to prompt the user, after a
predetermined period of time, to indicate whether the adver-
tisement was acted upon.

22. The non-transitory computer-readable medium of
claim 18, wherein the interaction information comprises an
indication that the user purchased the item in response to
observing the advertisement.

23. The non-transitory computer-readable medium of
claim 18, wherein the advertisement relates to an activity, and
wherein the interaction information comprises at least one of:

an indication that the user deactivated the mobile commu-

nication device for a duration of the activity; or

an indication that the user muted an audio output of the

mobile communication device for a duration of the
activity.

24. The non-transitory computer-readable medium of
claim 23, wherein the activity comprises a movie showing,
and wherein the determined reaction of the user comprises
attending the movie showing.

25. The non-transitory computer-readable medium of
claim 18, wherein the interaction data comprises an indica-
tion that the mobile communication device was used to ini-
tiate communication with contact information related to the
advertisement.



